Source: [6] . The Nsidung beach market is the major landing area as far as crayfish is concerned in Cross River State and its major landing days are Thursday and Sundays. It is legitimately owned by Henshaw Town indigenes, but Nsidung ,Efiat, Oron, and Creek Town people are the primary users with Creek Town dominating in number of fishermen using the beach. Watt market (Calabar Central Market) is the oldest in Cross River State. Major purchases and selling take place here compared to other markets. On the other hand, Ika-IkaOqua market is located in Calabar Municipality and is generally called "Marian Market". Traders in these markets purchases crayfish in large quantities (wholesale) from Nsidung beach for sale to consumer within and outside the Calabar Metropolis. Today, Calabar is one of the seaports in Nigeria known especially in the supply of crayfish, fresh fish, smoked fish, dry fish, periwinkles, crabs, snails and other sea foods.
Objectives Of The Study
The general objective of this research is to economically analyze the structure and efficiency of crayfish marketing in major markets in Calabar, Cross River State, Nigeria The specific objectives are: 1.
To analyze the organizational structure of the three (3) selected markets.
2.
To evaluate and compare the crayfish retail marketing margin with the wholesale marketing margin in the three markets. 3.
To estimatethe cost structure of crayfish marketing as well as marketing efficiency in the three (3) markets.
II. Literature Review
Marketing margin is the difference between the price paid by consumers and that obtained by producers. It can also be defined as the price of a collection of marketing services which is the outcome for the demand for and the supply of such services [1] .Marketing margin= Selling price -Supply price× 100
Selling price 1 [7] , in his study about marketing margin existing between wholesale and retail prices showed that as the volume of purchase increases, percentage of retail prices also increases but with constant Naira margins. The study of [2] , revealed that marketing margin obtained between wholesale and retail prices has the characteristic nature of increasing, constant or decreasing as quantity of purchases, when expressed in their absolute or percentage margins. Furthermore, marketing margins between terminal markets exhibits some unique characteristics as the volume of quantity purchased. [8] , revealed that, the size of marketing margin depends upon the number of costs of marketing functions. The higher margin is to cover the cost of marketing services and function performed by the marketer. However, many people believe that the large marketing margin reflects "too many middlemen", and that the margin should be reduced by eliminating middlemen. And a small margin denotes greater marketing efficiency which is more desirable than a large margin. If this occurs as in farm roadsides markets where the marketing margin is zero and the farm receives all the consumers' food Naira would represent the most efficient method of marketing [9] .
[10], defines market structure as the characteristics of the market organization that is likely to affect the behavior and performance of the firm such as the number of sellers and the size of the firm, the extent of knowledge about each other section and the degree of product differentiation. These characteristics include: -
The number and relative size of buyers and sellers -Status of knowledge about cost, prices and market conditions among the participants. -
The degree of product differentiation -The degree of barrier to entry and exit of buyers and seller. Three theoretical market models often used in analyzing market structure are  Monopolistic competition  Perfectly competitive market  Oligopolistic competition  Monopoly Monopolistic competition is a market situation where there are many firms selling differentiated products. Firms are the price makers because of the differentiated product [6] . There is easy entry and exit of firms since the products are differentiated. There are many sellers and buyers. In a perfectly competitive market, there are many sellers and buyers who produce and sell products which are similar and undifferentiated in the eyes of the buyers. The sellers and buyers have full market knowledge and information that enables them to take decision in the market environment in which they operates. The sellers are price takers and there is no barrier to entry and exits of firms. In oligopolistic market, there are few sellers and many buyers. Oligopolistic firms are price makers when there are differentiated products. The entry into the market is difficult and in some cases, virtually impossible.
However, the study conducted by [11] , revealed that market structure of crayfish at the retailing and wholesaling levels is more or less an oligopolistic and perfectly competitive one in which there are restriction to entry and many buyers and sellers as such the action of any seller does not influence market price. Marketing efficiency is the measure of the availability of information that provides maximum opportunities to buyers and sellers to effect transactions with minimum transaction cost. An efficient market is defined as a market where there are large numbers of rational, profit maximizers actively competing, with each trying to predict future market values of individual's securities, and where important current information is almost freely available to all participants [12] . A market is said to be efficient if it rapidly and completely impounds all relevant information on prices. If prices are unfair (that is, the asset is overpriced) then traders will reduce the asset, until reduced demand for purchasing it caused the price to fall. The opposite is the case for underpriced securities [13] . [14] , says prices reflects information up to the point where the marginal benefits of acting on the information (the expected profit being made) do not exceed the marginal cost of affecting it. [4] , and [15] , argued that perfectly informationally efficient markets are impossible if markets are perfectly efficient, the return to gathering information is nil in which case there would be little reason to trade and market will eventually collapse. [9] , carried out a research on analysis of crayfish price -quantity relationship in EsukNsidung in Calabar Metropolis of Cross River State. Data were gotten through the use of questionnaires. He stated that the low margin (0.5%) observed by both retail crayfish marketing compared with the wholesale margin (21.85%) could be ascribed to the reduced marketing functions performed as well as relatively fewer numbers of middlemen in terms crayfish market.
III. Methodology

Study area:
The research work was carried out in three (3) randomly selected major markets of Calabar, Cross River State. They areNsidung beach, Watt and Ika-IkaOqua markets. Calabar fondly referred to as Canaan City by indigenes is situated between latitude 4 55 and 5 N of the equator and longitude 8 and 8 E of the Greenwich meridian [16] . It is about 600 feet above sea level. It has a mean annual rainfall ranging from 3000mm -4000mm and annual temperature of between 35 C -37 C. It lies within the wet humid tropics. The topography is mostly flat and is bordered by two (2) big rivers that is, Cross River State and Atimboriver. The population of Calabar is 371022 comprising of 49.97% males and 50.03% females [17] . The climate is tropical and humid. Dry and wet seasons gives rise to rich agricultural activities, and it promotes crayfish multiplication in the rivers.3.2 Sample procedure and sample size:A two-stage sampling procedure was adopted in the study, in other to select the sample. Stage 1 -Random sampling of three (3) markets out of the six (6) major markets in Calabar. Stage 2 -Random sampling of the crayfish sellers to be used as respondents. The sampling frame at the wholesale level comprised all the registered members of the different crayfish associations in the selected markets. This was obtained from the presidents of the different crayfish associations. At the retail level, listings were done to create a comprehensive sampling frame for sampling with the crayfish association leaders.Using the simple random technique, wholesalers, and retailers were selected. A total of fifty (50) respondents stratified as 25 wholesalers and 25 retailers were selected. Within each stratum, the respondents were further classified into males and females respectively. With all selected levels, questionnaires were used to obtain information in terms of buying and selling strategies, financing, profit, entry and exit barriers and trade relationships.
3.3
Data collection: The data used for the study was obtained from both primary and secondary sources. Primary data was gotten through personal interviews, direct observations and validated structured questionnaires whose content comprised open ended questions. Secondary sources such as annual reports, journals, internet, textbooks, and encyclopedia, were used to gather information. The wholesale prices at Nsidung beach market were obtained from the selected crayfish dealers who habitually travel to Efiat, Bakassi and Oron (major crayfish landing areas) by engine boats to buy crayfish in bags and on return sell to wholesalers on Thursdays and Sundays(landing days when prices of crayfish low).Secondly, questionnaires was distributed to fifty (50) respondents, to enable them record their weekly sales/purchases quantities and price as well as other information on marketing. This record keeping was done for twelve (12) weeks. The obtained information was used to assess market performance on the three (3) markets. Hence, the price and quantities information and data collected include: -The price at which the crayfish traders in the study area buy -
The selling price for all wholesalers. -
The selling price for all selected retailers -Quantities purchased and sold by wholesalers and retailers. 
IV.
Results And Discussion
ORGANIZATION AND STRUCTURE IN THE THREE (3) MARKETS 4.1.1
Nsidung beach market:Crayfish market structure here consists of considerable number of retailers and wholesalers. There exists both retailers wholesalers unions operating at the market. Their existence not only created conducive atmosphere in the transaction of the product, but also minimized problems at both retailing and wholesaling stages of crayfish marketing.
A prospective retailer has to register formally with the union with the following requirements: (a) N500.00 registration fee (b) Five (5) crates of soft drinks Similarly, this is also applicable in the wholesalers union, where an intending member becomes a bonafide member on settlement of the following; (a) N500.00 registration fee (b) Five (5) crates of soft drinks+ 3 cartoons of star and small stout each.
(c) Two bottles of hot drinks (d) Member willingness to contribute to any member in time of need (e) Regular attendance of meeting and payments of dues during each meeting (f) Acquisition of permanent shade at rate of N500.00 monthly. In Nsidung beach market, the market structure could be seen as perfectly competitive markets with some oligopolistic characteristics, since there is always restriction to entry into the market imposed by the members of the union, as only financial members of the association are allowed to enter and trade freely on the commodity without obstruction. There are many sellers and buyers such that the action of one buyer or seller has no significant effect on the market price of goods sold.
4.1.2
Ika-IkaOqua market: Members of this crayfish market are dominated by women. Membership of the union is between 250 and 300. Like the Nsidung beach market, the condition for entry into the market is not free, as members must register in the union and must have fulfilled the following requirements: (a) Registration fee of N2000.00 + 3 cartoons of beers (b) Three (3) cartoons of small stout + 3 crates of malt (c) Five (5) crates of mineral + 2 bottles of hot drink (d) Five packets of biscuit and specific quantities of groundnut Members also pay N1000.00 each to be used in running the union and extra charge is usually added and levied on all members if there was to be any ceremony, like marriage, child dedication, funeral, etc. Hence, the structure of Ika-IkaOqua crayfish market is perfectly competitive, since there are many small sellers and buyers, such that no one seller has a perceived influence on market price of crayfish sold.
4.1.3
Watt market: Here, the market union consists of 280 members (registered), majority of which are women. Permanent membership remains unchanged since the establishment of the unionbecause new members are not allowed into the union except they form partners with registered members. The activities of this market union restricts entry into the market, hence, the few sellers. Market structure is perfectly competitive with some traits of oligopolistic characteristics. These findings are in line with [18] , and [19] . There are many buyers and sellers, such that no one seller has perceived influence on the market price of crayfish sold. Table 2 below, summarizes the estimated marketing margins and percentage margins at both wholesale and retail prices of crayfish on monthly basis.The highest and lowest retail marketing margins was 20.00% and 18.18% for Nsidung beach market, 30.56% and 26.32% for Watt and 36.11% and 29.74% for Ika-IkaOqua markets respectively. The highest and lowest wholesale marketing margins was 20.00% and 18.18% for Nsidung beach, 33.33% and 27.18% for Watt and 38.89% and 32.31% for Ika-IkaOqua markets respectively while the mean wholesale margin was 18.98%, 29.82% and 35.31% respectively. The Nsidung beach had the same percentage margin for both retail and wholesale while the decreased retail margin in Watt and IkaIkaOqua market portrays decreased marketing function of the crayfish product at the retailer's level. The price of crayfish sold in Nsidung beach market was low compared to Watt and Ika-IkaOqua markets, irrespective of the season. Source: Field survey data, 2013 Table 3 above, shows the cost structure of crayfish marketing in Calabar. The estimate shows that the total marketing cost in Nsidung beach market is low compared to Watt and Ika-IkaOqua market due to the fact that crayfish traders in Nsidung beach market are not subjected to some charges like loading/off loading and transport cost compared to Watt and Ika-IkaOqua. Similarly, profit and marketing efficiency(86.00%) is higher in Ika-IkaOqua market due to high price charge per bag of crayfish and the increased marketing cost, since it is located in the municipality area dominated by rich people who can afford to purchase the product at increased rate, in addition to increased transportation/labor charges compared to Watt (85.77%) and Nsidung beach market (83.72%), located in Calabar South dominated by low income earners.
COMPARISON OF CRAYFISH RETAIL MARGIN WITH THE WHOLESALE MARKETING MARGIN IN THE THREE (3) MARKETS OF CALABAR.
Recommendations
 The marketing efficiency of crayfish product could be enhanced if restrictions on membership imposed by the crayfish unions in the three (3) markets are removed to attract more traders into this crayfish business.  The profits of the retailer in Watt market which is significantly lower thanthat obtained by the wholesalers in Nsidung beach market could be improved by advising the retailers to buy more bags of crayfish and sell them.  A conducive atmosphere should be created to enhance marketing efficiency, and central storage facilities should be provided to enhance storage and preservation of the product.  Subject matter specialist in marketing and preservation of this product should be sent to educate the members of the association on how reserve and store the product for long shelf life.
 Marketing efficiency is affected by poor market structure (instability), poor road network, high cost of transportation, and lack of market information these can be increased by tailoring policy towards measures that will reduce marketing cost.  Further research should be carried out to ascertain the crayfish marketing margin at the wholesale and retail level in the area, and overtime were possible.
